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Introduction {#s0005}
============

Due to the power of price promotions in boosting sales, they are commonly implemented in the travel and hospitality industry, such as airlines, amusement parks, hotels and restaurants ([@bb0280]; [@bb0295]; [@bb0565]). When designing price promotions, marketers not only need to decide the amount of savings, but also to determine how to frame the savings message ([@bb0150]; [@bb0425]), since framing can influence consumer perceptions ([@bb0160]; [@bb0270]; [@bb0275]).

The two frequently-used messages in the tourism and hospitality industry are "save \$x" and "get \$x off". For example, the former is used by Disney World for its special offers, by American Airlines in their promotional emails and by Agoda on its hotel booking website. In contrast, Grubhub adopts the latter when communicating its discounts via emails. In a similar vein, Noodles and Company (i.e., an American fast-casual restaurant located in 29 states) and Expedia use "get \$x off" as the savings message on its mobile app and online coupons respectively. Are these two messages interchangeable?

Previous literature has documented the effect of personality traits (i.e., regulatory focus) on the relative effectiveness of the two message types ([@bb0425]; [@bb0440]). However, little is known whether situational factors matter. To bridge that gap, this study focuses on a pervasive environmental variable (i.e., weather), and investigates its effect on consumer responses to the two message types. Recent literature suggests that weather conditions can impact consumers\' variety-seeking behaviors and purchase responses to mobile promotions via mood effects ([@bb0355]; [@bb0515]). Drawing from the mood regulation theory ([@bb0375]) and research on hedonic intensity of gains vs. nonlosses ([@bb0290]), we expect that weather will moderate the relative efficacy of the two savings messages. Specifically, a gain-framed message (i.e., "get \$ off") is more effective than a nonloss-framed message (i.e., "save \$") in rainy weather, and this effect will be attenuated in sunny weather.

Furthermore, building on past work comparing dollar-off promotions and percentage-off deals ([@bb0115]; [@bb0505]), we introduce an important boundary condition (i.e., savings presentation format). Specifically, we predict when the amount of savings is presented in percentage terms, the superiority of gain-framed messages (i.e., "get % off") over nonloss-framed messages (i.e., "save %") will disappear.

While previous research has examined the effect of savings message framing in the context of grocery stores ([@bb0440]) or online daily-deal sites (i.e., Groupon; [@bb0425]), our context is hotel bookings. Due to the increasingly competitive environment, hotel companies invest heavily on price promotions to increase sales and maximize profits ([@bb0125]; [@bb0265]; [@bb0295]; [@bb0380]). Furthermore, in recent years, hotel marketers have paid growing attention to information presentation strategies ([@bb0095]; [@bb0230]; [@bb0360]; [@bb0405]), including price promotion framing ([@bb0115]; [@bb0410]). Regarding savings message promotions, both gain and nonloss frames are used by hotel brands (e.g., InterContinental) and online travel agencies (e.g., Priceline). Thus, our research can help tourism companies, especially hotels, to determine which type of savings message to implement and to understand how situational factors (i.e., weather), individual factors (i.e., mood) and the savings message itself (i.e., its presentation format) jointly influence consumer responses to price information.

Literature review {#s0010}
=================

The framing of sales promotions: gain-framed vs. loss-framed {#s0015}
------------------------------------------------------------

Sales promotions are typically categorized into monetary (e.g., price discounts) and non-monetary (e.g., free gifts) promotions ([@bb0065]). Since monetary promotions are in the same metric as pricing information, customers are inclined to integrate them with the price and consequently perceive them as reduced losses ([@bb0160]). In comparison, nonmonetary promotions such as free products tend to be encoded as separate gains because they are in a different metric from the price. Thus, such information is more difficult to be integrated with the product price ([@bb0165]).

Previous literature suggests that consumers respond differently to gain-framed and loss-framed promotions ([@bb0085]; [@bb0165]). According to the prospect theory proposed by [@bb0320], losses loom larger than gains. As a consequence, sales promotions framed as reduced losses should be more effective than those framed as gains ([@bb0205]). [@bb0175] compare "X for \$Y" and "X + N free" promotions, and their findings support the superiority of loss-famed promotions over gain-framed deals. However, some studies report contradictory findings ([@bb0170]; [@bb0495]; [@bb0545]). For instance, [@bb0485] show that a "buy one get one free" deal is more effective than a "buy two get 50% off" offer.

A few studies indicate that monetary promotions can be framed as either gains or nonlosses ([@bb0425]; [@bb0440]). Specifically, a price promotion can be framed as a gain using a "get \$x off" message, whereas a "save \$x" cue is associated with the avoidance of negative outcomes and thus leads consumers to consider the offer as a nonloss. Drawing on the regulatory focus theory, [@bb0440] demonstrate that a "get \$x off" message prompts individuals to consider it as a gain, while a "save \$x" cue induces people to consider it as a nonloss. Due to the influence of regulatory fit, consumers with a situational promotion focus tend to make more purchases when the message is framed as "get \$x off"; in contrast, among prevention-focused people, a "save \$x" cue induces more purchases. Similarly, [@bb0425] compare a gain-framed message (i.e., "Enjoy extra \$x") and a nonloss-framed message (i.e., "Do not miss on a deal to save \$x"). However, their results indicate that individuals with a chronic prevention focus are indifferent across the two message types. In contrast, recent research comparing gain-framed and loss-framed messages demonstrates that the match between regulatory focus and message framing increases tourists\' perceived destination image ([@bb0560]), consumers\' intention to consume ethnic foods ([@bb0130]), perceived value of a reward program ([@bb0140]), purchase likelihood of a cable TV service ([@bb0120]), and the persuasiveness of anti-drunk-driving messages ([@bb0510]).

These inconsistent findings might imply a need for new research from other perspectives. Drawing from literature on hedonic intensity of gains vs. nonlosses, the current research focuses on the mood-lifting abilities of the two message frames.

Hedonic intensity of gains vs. nonlosses {#s0020}
----------------------------------------

[@bb0290] were the first to investigate the difference in hedonic intensity between gains and nonlosses. They propose that since a gain is related to achieving a maximum goal (i.e., a standard one hopes to achieve) while a nonloss is associated with achieving a minimum goal (i.e., a standard one must achieve), the pleasure of a gain should be stronger than that of a nonloss. They conducted two experiments and their findings show that participants tend to have a more positive feeling when they experience a gain (vs. nonloss).

In order to extend [@bb0310] proposal that the principle of loss aversion explains why a loss is perceived to be more unfair than a nongain, [@bb0365] test this principle in the context of positive outcomes and compare a gain (e.g., a price reduction) with a nonloss (e.g., an elimination of a former surcharge). Their results reveal that gains (vs. nonlosses) are perceived as fairer and induce more positive feelings, and thus contradict the theory that losses (vs. gains) are experienced more intensely.

Based on the above findings, [@bb0475] investigate how regulatory focus impacts the asymmetric perception of gains vs. nonlosses. They find that the asymmetry in perceived fairness is stronger for individuals with a situational promotion (vs. prevention) focus. However, when they measured participants\' chronic regulatory focus instead of manipulating it, participants uniformly rated a gain frame as fairer than a nonloss frame.

Building on the aforementioned literature, we argue that since a "get \$x off" message is gain-framed and a "save \$x" message is nonloss-framed ([@bb0425]; [@bb0440]), the former should be more powerful in lifting negative moods than the latter, thus leading to a more positive consumer response. Further, we propose that the superiority of a gain frame over a nonloss frame is influenced by current weather conditions, and that the underlying mechanism is the influence of weather on people\'s mood states.

Weather and mood {#s0025}
----------------

Weather has a huge impact on many aspects of consumer behavior ([@bb0070]). The vast majority of prior studies have investigated its influence on mood ([@bb0135]; [@bb0215]; [@bb0260]; [@bb0430]; [@bb0465]). [@bb0430] suggest that weather can explain 40% of the variation in people\'s daily moods. Specifically, an exposure to bright sunlight induces the brain to produce serotonin, a "happiness hormone", thus elevating people\'s mood states ([@bb0325]; [@bb0345]). [@bb0135] also shows that sunshine can boost individuals\' mood states and therefore increase their willingness to help others. [@bb0325] show that people interviewed on a sunny day are more satisfied with life due to the activated positive mood. [@bb0255] reveal that sunny weather is positively related to stock returns because investors in an upbeat mood evaluate future prospects in a more optimistic way.

In comparison, rainy weather can leave people feeling gloomy, thus putting them in a bad mood ([@bb0355]). In addition, humidity contributes to a feeling of reduced physical energy and decreased interest in social interactions, thus resulting in a negative mood ([@bb0460]). [@bb0340] show that investors experience a gloomy mood in rainy days, and therefore, evaluate future uncertainties in a pessimistic way. [@bb0200] find that rainy weather is associated with a negative mood state, which can trigger effortful and vigilant processing, which in turn improves memory accuracy.

Prior literature on mood regulation indicates that mood can activate a regulatory system ([@bb0375]). Since individuals are hedonically orientated, they aim to maintain a positive mood state and repair a negative mood state ([@bb0025]; [@bb0210]). Previous research suggests that the greater the discrepancy between the current affective state and an ideal one, the stronger desire for individuals to regulate their moods ([@bb0375]). Hence, mood regulation activities are normally driven by the intent to repair a bad mood ([@bb0035]). Many studies have shown that individuals in a bad (vs. good) mood are more likely to engage in mood-lifting behaviors, such as eating indulgent snacks ([@bb0520]), purchasing positively valenced books ([@bb0375]) and recalling positive memories ([@bb0420]).

To summarize, people in rainy weather tend to feel bad and attempt to elevate their mood. Since a "get \$x off" message is gain-framed and should bring a stronger pleasure to consumers than a nonloss-framed message (i.e., "save \$x"), we expect that people in rainy weather will respond more favorably to a "get \$x off" (vs. "save \$x") message. In contrast, people in sunny weather are already in a relatively optimal state. Therefore, there should be no difference in their attitude toward the two messages. Formally, a hypothesis is proposed as follows:H1Individuals in rainy weather will show a more positive attitude toward a "get \$x off" (vs. "save \$x") message, and this effect will be attenuated among individuals in sunny weather.

Discount framing: "dollar off" vs. "percentage off" {#s0030}
---------------------------------------------------

When communicating a discount to consumers, retailers usually present the amount of savings in a dollar format (i.e., \$ off) or in a percentage format (i.e., % off) ([@bb0105]). Extensive literature shows the superiority of dollar-off discounts over percentage-off deals ([@bb0115]; [@bb0220]; [@bb0505]; [@bb0545]). For instance, [@bb0505] suggest that consumers prefer price discounts in dollar terms to equivalent ones in percentage terms. [@bb0115] find that consumers show a higher purchase intention with a dollar-off (vs. percentage-off) promotion.

Building on these findings, this study proposes that when the amount of savings is presented in percentages, the superiority of gain-framed messages in terms of the mood-lifting properties will disappear due to the following reasons.

First, an "\$x off" deal explicitly shows the amount of savings ([@bb0105]), and the sign "\$" links x with money, thus making monetary benefits highly salient. Therefore, when consumers are exposed to saved dollars (e.g., "get \$x off" and "save \$x"), they can easily realize how much they can gain or avoid losing. In contrast, an "x% off" format alone provides no information about how much consumers can save ([@bb0105]). To capture the amount of savings, consumers need to register the regular price and conduct mathematical computations ([@bb0150]), which might shift their attention away from the promotion. In addition, calculating a price discount resulting from a percentage-off promotion requires people to conduct multiplications, which entail mathematical effort ([@bb0180]). According to a survey about quantitative literacy conducted by the U.S Department of Education, only 13% of respondents were able to correctly compute numbers in real-life situations ([@bb0505]). [@bb0400] show that the computational difficulty leads some people to ignore price information presented in a percentage format.

Furthermore, previous research shows that math anxiety, the fear of doing mathematical calculations, is prevalent among people regardless of their math ability ([@bb0445]; [@bb0505]). Characterized by a feeling of tension and apprehension, math anxiety interferes with people\'s ability to solve mathematical problems in daily life, such as computing price discounts ([@bb0030]; [@bb0505]). [@bb0505] suggest that math-anxious individuals have a negative attitude toward mathematics, thus leading to a preference for dollar-off promotions over percentage-off offers. Therefore, when the savings message promotes monetary benefits in a percentage format (e.g., "get x% off" and "save x%"), its mood-lifting ability is likely to be nullified by an individual\'s math anxiety.

Taken together, a boundary condition is proposed as follows:H2When the amount of savings is expressed in percentage terms, there is no interaction effect between weather and message type on consumer attitude.

Study 1 {#s0035}
=======

Method {#s0040}
------

To test [H1](#en0005){ref-type="statement"}, this study employed a 2 (weather: sunny vs. rainy) × 2 (savings message: get \$x off vs. save \$x) between-subjects experimental design. We recruited participants through Amazon Mechanical Turk, and they were randomly assigned to one of the four conditions. A total of 159 participants were recruited. Following previous consumer behavior research ([@bb0045]; [@bb0110]; [@bb0415]), we removed participants (n = 10) who failed the attention checks. Thus, 149 participants were retained.[1](#fn0005){ref-type="fn"}

First, participants were exposed to the weather manipulation. They were told that they had planned to go to the beach with friends the next day, but the weather forecast predicted rainy or sunny weather (see [Appendix A](#s0130){ref-type="sec"}). After their exposure to the weather manipulation, participants completed a few filler items and a 7-point bipolar mood scale (sad/happy, negative/positive, and gloomy/cheerful; α = 0.96) adopted from [@bb0040].

Next, participants were instructed to finish an ostensibly unrelated study about hotel booking experience. They were told to imagine that they were browsing the Internet and that a hotel promotion (involving either a "get \$x off" or "save \$x" message) caught their attention (see [Appendix B](#s0135){ref-type="sec"}).

When participants finished reading the scenario, they need to complete a battery of questions. Attitude toward the promotion was measured by a 7-point, bipolar scale (unfavorable/favorable, bad/good, and poor/excellent; α = 0.85) adopted from [@bb0005]. We also measured two potential covariates. Sale proneness was captured by a 4-item scale (e.g., One should try to buy brands that are on sale; α = 0.87) adopted from [@bb0175]. Regulatory focus was captured by a 7-point, 8-item scale adopted from [@bb0350]. Four items were used for promotion focus (e.g., I am more oriented toward achieving success than preventing failure; α = 0.91) and for prevention focus (e.g., I am more oriented toward preventing losses than achieving gains; α = 0.92). The regulatory focus was operationalized as the difference between the two motivational orientations ([@bb0090]).

To check the savings message manipulation, participants were asked two questions: "In the scenario, the promotion was 'get \$x off'" and "In the scenario, the promotion was 'save \$x'". As for scenario realism, two items (e.g., The scenario was realistic; r = 0.73, p \< 0.01) were adopted from [@bb0540].

Results {#s0045}
-------

### Demographics {#s0050}

The mean age of respondents was 35 years, ranging from 19 to 73. About 60% of them were male, 73% were Caucasian, 71% earned over US\$40,000 annually, and 63% had earned a four-year college degree.

### Manipulation checks {#s0055}

The rating of scenario realism was high (M = 5.86). As for the mood induction, respondents reported being in a more positive mood in the sunny weather condition (M~sunny~ = 5.70) than respondents in the rainy weather condition (M~rainy~ = 3.94, t = 7.64, p \< 0.01). Regarding the manipulation of savings messages, respondents in the gain-framed condition agreed that the promotion was "get \$x off" (M~get\ off~ = 5.88) more than respondents in the nonloss-framed condition (M~save~ = 3.72, t = 6.59, p \< 0.01). In contrast, respondents in the nonloss-framed condition agreed that the promotion was "save \$x" (M~save~ = 5.33) more than respondents in the gain-framed condition (M~get\ off~ = 2.86, t = 7.70, p \< 0.01).

### ANCOVA results {#s0060}

[Table 1](#t0005){ref-type="table"} shows the descriptive statistics for the four continuous variables. To test [H1](#en0005){ref-type="statement"}, we conducted an ANCOVA with attitude toward the promotion (the dependent variable), savings message (the independent variable), weather (the moderator), and sales proneness and regulatory focus (the covariates). The ANCOVA results (see [Table 2](#t0010){ref-type="table"} ) indicate that the main effects of savings message (F \[1, 143\] = 2.90, p \> 0.05) and weather (F \[1, 143\] = 3.37, p \> 0.05) were both insignificant. However, their interaction was significant (F \[1, 143\] = 4.00, p \< 0.05).Table 1Descriptive statistics in study 1.Table 1VariableMinimumMaximumMeanStd. deviationVarianceAttitude2.007.005.491.021.05Mood1.007.004.861.652.73Sale proneness1.007.004.731.341.80Regulatory focus−6.006.001.132.536.40Table 2ANCOVA results in study 1.Table 2SourceType III sum of squaresDfMean squareF-valuep-ValueSavings message2.60412.6042.8960.091Weather3.03013.0303.3700.068Savings message × Weather3.59213.5923.9950.048Sale proneness15.567115.56717.3110.000Regulatory focus4.95214.9525.5070.020Intercept186.9791186.979207.9300.000Error128.5911430.899Total4649.222149

To decompose the interaction, we conducted two contrast analyses to test the simple effect of the message type across the two weather conditions (see [Fig. 1](#f0005){ref-type="fig"} ). People in the rainy weather condition exhibited a more positive attitude toward the promotion with a "get \$x off" message than with a "save \$x" message (M~get\ off~ = 5.64, M~save~ = 5.05; F \[1, 143\] = 6.47, p \< 0.05). In contrast, people in the sunny weather condition showed no difference in their attitude (M~get\ off~ = 5.61, M~save~ = 5.66; F \[1, 143\] = 0.05, p \> 0.05). Thus, [H1](#en0005){ref-type="statement"} is supported.Fig. 1Interaction plot for consumer attitude.Fig. 1

### The mood effect {#s0065}

In order to show that mood influences the relative effectiveness of the two types of savings message, we conducted a multiple regression on consumer attitude as a function of savings message, mood, their interaction, while controlling for sales proneness and regulatory focus. The results (see [Table 3](#t0015){ref-type="table"} ) indicate a significant effect for savings message (β = 1.24, t = 2.53, p \< 0.05) and mood (β = 0.19, t = 2.92, p \< 0.01). More importantly, there was a significant savings message × mood interaction (β = −0.21, t = −2.16, p \< 0.05). Since mood was a continuous variable, we examined the interaction effect through floodlight analysis ([@bb0500]). We performed this analysis using Model 1 in Hayes\' PROCESS procedure ([@bb0245]). As shown in [Fig. 2](#f0010){ref-type="fig"}, [Fig. 3](#f0015){ref-type="fig"} , the impact of savings message was significant for all values of mood below the Johnson-Neyman point of 4.47: individuals in a less positive mood showed a more positive attitude toward a promotion with a "get \$x off" (vs. "save \$x") message. In contrast, individuals in a good mood did not differ in their attitude across the two savings messages.Table 3Multiple regression results in study 1.Table 3VariableCoefficientStd. errort valuep valueSavings message1.240.492.530.01Mood0.190.062.920.00Savings message × Mood−0.210.10−2.160.03Sale proneness0.240.064.140.00Regulatory focus0.050.031.580.12Constant3.260.447.360.00Fig. 2The joint effect of savings message type and mood.Fig. 2Fig. 3Significant areas in floodlight analysis.Fig. 3

Study 2 {#s0070}
=======

Method {#s0075}
------

The objective of study 2 was to test [H2](#en0010){ref-type="statement"} (i.e., the boundary condition): when the amount of savings is presented in percentage terms, the superiority of gain-framed (vs. nonloss-framed) message will disappear. In other words, there will be no interaction effect between message type and weather on consumer attitude.

A total of 174 respondents were recruited from MTurk, and 19 respondents were removed because they failed the attention checks. Thus, 155 respondents were retained.[2](#fn0010){ref-type="fn"} All the procedures in study 2 were the same as those in study 1, except for the savings message stimuli. Specifically, we used "get x% off" and "save x%" to replace "get \$x off" and "save \$x" respectively (see [Appendix B](#s0135){ref-type="sec"}). Accordingly, for the manipulation check, respondents were asked two questions: "In the scenario, the promotion was 'get x% off'" and "In the scenario, the promotion was 'save x%'".

Results {#s0080}
-------

### Demographics {#s0085}

The mean age of respondents was 36 years, ranging from 20 to 62. About 53% of them were male, 79% were Caucasian, 72% earned over US\$40,000 annually, and 64% had earned a four-year college degree.

### Manipulation checks {#s0090}

The rating of scenario realism was high (M = 5.89). As for the mood induction, respondents reported being in a more positive mood in the sunny weather condition (M~sunny~ = 6.06) than respondents in the rainy weather condition (M~rainy~ = 4.33, t = 7.17, p \< 0.01). Regarding the manipulation of savings messages, respondents in the gain-framed condition agreed that the promotion was "get x% off" (M~get\ off~ = 6.05) more than respondents in the nonloss-framed condition (M~save~ = 3.43, t = 8.94, p \< 0.01). In contrast, respondents in the nonloss-framed condition agreed that the promotion was "save x%" (M~save~ = 5.49) more than respondents in the gain-framed condition (M~get\ off~ = 3.41, t = 6.46, p \< 0.01).

### ANCOVA results {#s0095}

[Table 4](#t0020){ref-type="table"} shows the descriptive statistics for the four continuous variables. To test [H2](#en0010){ref-type="statement"}, we ran an ANCOVA including attitude toward the promotion as a dependent variable, savings message and weather as independent variables, and sales proneness and regulatory focus as covariates. The ANCOVA results (see [Table 5](#t0025){ref-type="table"} ) indicate that the effects of savings message (F \[1, 149\] = 1.02, p \> 0.05), weather (F \[1, 149\] = 0.34, p \> 0.05) and their interaction (F \[1, 149\] = 0.01, p \> 0.05) were all insignificant. Thus, [H2](#en0010){ref-type="statement"} is supported.Table 4Descriptive statistics in study 2.Table 4VariableMinimumMaximumMeanStd. deviationVarianceAttitude3.007.005.700.990.97Mood1.007.005.251.732.98Sale proneness2.257.005.231.021.04Regulatory focus−6.006.001.122.214.87Table 5ANCOVA results in study 2.Table 5SourceType III sum of squaresdfMean squareF-valuep-ValueSavings message0.90710.9071.0230.313Weather0.30310.3030.3410.560Savings message × Weather0.01210.0120.0140.907Sale proneness11.848111.84813.3580.000Regulatory focus2.51312.5132.8330.094Intercept94.795194.795106.8770.000Error132.1571490.887Total5180.111155

### The mood effect {#s0100}

In order to show that there is no interaction effect between mood and savings message type when the amount of savings is presented in a percentage format, we performed a multiple regression incorporating consumer attitude, savings message type, mood, their interaction while controlling for sale proneness and regulatory focus. The results indicate that the effect of savings message (β = −0.07, t = −0.13, p \> 0.05) was insignificant, but the effect of mood (β = 0.16, t = 2.28, p \< 0.05) was significant. More importantly, in line with our theorizing, the savings message × mood interaction (β = 0.04, t = 0.45, p \> 0.05) was insignificant.

Conclusion and discussion {#s0105}
=========================

Price promotions are widespread in the tourism and hospitality industry ([@bb0565]). In order to communicate price discounts to consumers, marketers typically employ two types of savings messages: gain-framed and nonloss-framed ([@bb0150]; [@bb0425]). Despite their prevalent use, no prior tourism and hospitality research has investigated whether consumers respond differently to these two types of messages. To bridge this gap, the current study examined how weather impacts consumer responses to a "get \$x off" vs. "save \$x" message. Our findings reveal that individuals in rainy weather are not in a positive mood state and thus tend to elevate their mood. Therefore, they respond more favorably to a gain-framed message (i.e., "get \$x off") than a nonloss-framed message (i.e., "save \$x") since the former has a stronger uplifting ability. In contrast, since people in sunny weather are already in a relatively optimal mood, they are unaffected by the message type. Further, this research reveals a boundary condition. When the amount of savings is presented in percentage terms, the superiority of a gain frame over a nonloss frame disappears.

Theoretical contributions {#s0110}
-------------------------

The current research contributes to the tourism literature in several ways. First, existing research on sales promotions mainly focuses on comparing different promotion types, such as bonus packs vs. price discounts ([@bb0080]; [@bb0100]; [@bb0395]) or different price presentations, such as dollars vs. percentages ([@bb0115]; [@bb0220]; [@bb0505]). We extend this stream of research by investigating two types of savings messages: gain-framed and nonloss-framed. Moreover, previous literature has mixed findings on the superiority of gain-framed promotions over loss-framed offers, which cannot be explained by the prospect theory alone ([@bb0170]; [@bb0175]; [@bb0485]). This study offers a new perspective by focusing on the differential uplifting power between a gain frame and a nonloss frame. In line with prior research ([@bb0290]; [@bb0365]), our findings reveal that a savings message emphasizing gains (vs. nonlosses) is more powerful in lifting an individual\'s mood. This finding seems to contradict the principle of loss aversion, which suggests that losses are experienced more intensely than gains ([@bb0315]). However, as [@bb0365] state, [@bb0315] only compare losses (e.g., a price increase) and nongains (e.g., a cancellation of a former price reduction), and both are negative outcomes. In contrast, gains and nonlosses are positive outcomes. Our research, together with a few previous studies ([@bb0290]; [@bb0365]; [@bb0475]), challenges the principle of loss aversion in the context of positive outcomes. Further, we find that the superiority of a gain-framed message as a mood lifter disappears when the amount of savings is expressed in a percentage format. This finding is congruent with previous work comparing "percentage-off" and "dollar-off" promotions, suggesting that, due to computational difficulty, a percentage-off frame discourages consumers from processing the price deal ([@bb0105]; [@bb0505]).

Second, prior work has documented the significant role of mood in influencing tourist satisfaction ([@bb0145]; [@bb0285]) and product/service evaluations ([@bb0225]; [@bb0490]; [@bb0530]). These studies resort to the mood congruence theory and demonstrate that people in a positive mood tend to evaluate tourism products more positively or are more satisfied with their tourism experiences. [@bb0010] and [@bb0015] develop an integrative framework of mood congruence and mood regulation, and propose that which mechanism dominates depending on individuals\' mood states and the presence vs. absence of mood-lifting cues. Building on this framework, [@bb0095] hypothesize that with a hotel room discount (a mood-lifting cue), a happy (vs. neutral) mood will increase people\'s booking intention due to the mood congruent evaluation, and that a bad (vs. neutral) mood will have the same effect because of the mood regulation tendency. However, their results show no difference in hotel booking intention across the three mood states. The failure to support their hypothesis could result from using college students as participants, who were asked to indicate intention to book expensive five-star hotel rooms. Moreover, [@bb0095] did not control for other factors (e.g., length of stay and supply of hotels in the destination), which could influence participants\' purchase decisions. The current research extends this stream of literature by investigating the mood effect in the context of price promotions. The findings of study 1 and study 2 indicate that mood has a positive effect on people\'s attitude toward the promotion, thus supporting the mood congruence theory. On the other hand, the results of study 1 show that people in negative mood states respond more favorably to a gain-framed (vs. nonloss-framed) message, while people in positive mood states show no preference. This finding suggests that people feeling negative (vs. positive) are more motivated to elevate their mood, which is consistent with previous mood regulation literature ([@bb0420]; [@bb0520]). Overall, our results show that individuals in a good mood tend to engage in mood congruent behaviors and are unaffected by the type of mood-lifting cues. In contrast, people in a negative mood tend to engage in mood regulation behaviors when facing a cue with a good mood-lifting ability (e.g., a gain-framed message). Furthermore, despite the significant influence of mood on tourist behaviors, it is somewhat surprising that little work has studied its determinants in the tourism field. This research adds to it by showing that weather significantly influences people\'s mood states.

Finally, the vast majority of tourism research on weather has studied its effect from geographical and economic perspectives, such as how weather affects the location of tourism ([@bb0055]; [@bb0075]; [@bb0385]; [@bb0470]) and tourism demand/spending ([@bb0185]; [@bb0250]; [@bb0480]; [@bb0535]). In contrast, weather has been rarely investigated in the marketing literature ([@bb0355]), though the understanding of its effect is critical to designing effective marketing strategies ([@bb0155]). Thus, our work contributes to this stream of research by examining the impact of weather on consumer responses to savings messages. Besides, tourism research has predominantly studied weather conditions in the destination (e.g., [@bb0050]; [@bb0155]; [@bb0185]; [@bb0435]). As a rare exception, [@bb0450] investigate how weather variability of the home country impacts outbound tourist flows. [@bb0300] studies the influence of weather-based differences between home and destination on holiday satisfaction. We add to this stream of literature by demonstrating that weather conditions at tourists\' home can impact their response to savings message framing. Specifically, we find that compared with a "save \$x" cue, a "get \$x off" message is more effective on rainy days, and this effect is attenuated on sunny days.

Managerial implications {#s0115}
-----------------------

Our findings provide important implications to tourism and hospitality companies using savings messages to communicate price discounts. First, marketers should realize that gain-framed and nonloss-framed messages are not necessarily interchangeable. As our findings suggest, their relative effectiveness is impacted by weather conditions. Due to the advancement of modern mobile and digital technologies, companies can access information about consumers\' location and their local weather ([@bb0020]; [@bb0190]). Thus, marketers should determine the savings message type depending on current weather conditions. On rainy days, a gain-framed message such as "get \$x off" and "enjoy extra \$x" should be utilized. In contrast, the message type does not matter on sunny days.

Furthermore, our findings indicate that weather influences consumers via mood states. Therefore, other factors affecting people\'s mood states should be considered when designing savings messages. For instance, music is a powerful means to alter moods ([@bb0555]), and often played in restaurants and hotels ([@bb0235]; [@bb0370]). Previous research suggests that music characterized by low pitch, slow tempo or dissonant harmony tends to evoke sadness ([@bb0060]). Thus, this type of music should be paired with a gain-framed message. In addition, frontline employees need to be trained to evaluate consumers\' moods, such as through their facial expressions ([@bb0390]). When employees communicate a price deal to consumers in a bad mood, they should emphasize how much consumers can gain.

Finally, marketing managers should be aware when the amount of savings is expressed in percentage terms, the superiority of gain-framed messages over nonloss-framed messages disappears. Hence, if managers aim to leverage a gain frame to lift consumers\' mood states, they should avoid presenting the amount of savings in a percentage format.

However, caution needs to be exercised when generalizing our findings to other tourism and hospitality settings. For instance, the study findings may not apply to hotels mainly catering to business travelers. Since business travelers tend to be price insensitive and price is not a determinant of their intention to book a hotel room ([@bb0305]; [@bb0330]), savings messages are probably unable to influence their mood. In addition, recent literature shows that luxury travelers respond negatively to price promotions due to their need for status ([@bb0295]; [@bb0550]). Thus, luxury hotels might not benefit from our study findings.

Limitations and future research {#s0120}
-------------------------------

Several limitations should be noted. First, we used online experiments to test our hypotheses. Although experimental designs help to ensure high internal validity (i.e., the effect is really caused by the manipulation) and identify psychological processes, the primary disadvantage is the low level of contextual realism ([@bb0195]; [@bb0525]). However, in the current environment, it is difficult and even problematic to conduct a field experiment. Due to the Covid-19 pandemic, very few people book hotel rooms and flights. Today\'s depressed tourism and hospitality industry does not offer an attractive condition for conducting a field experiment. Moreover, in our study, weather makes a difference by influencing people\'s mood. Nowadays, Covid-19 has a huge negative impact on people\'s mood states, and is very likely to override the influence of weather on people\'s mood. Thus, future research should employ field experiments to examine whether our findings hold true in real life situations. In addition, our stimuli were limited to hotel rooms. Thus, examining other types of tourism and hospitality contexts such as amusement parks and restaurants is warranted.

Second, [@bb0240] indicate that promotional benefit levels can influence consumer responses to price promotions. Thus, it would be interesting to examine whether the amount of savings impacts individuals\' sensitivity to gains vs. nonlosses. In other words, will a greater savings increase or decrease the superiority of a "get \$ off" message over a "save \$" cue?

Third, this study shows that gain-framed messages are more effective than nonloss-framed messages for people in negative emotional states. Does this effect remain the same across different types of negative emotions? For instance, prior literature shows that compared to sadness, anger leads to a higher preference for an active-framed (vs. passive-framed) advertisement ([@bb0455]). Hence, it is worthwhile to investigate whether the advantage of gain-framed messages is more salient when people feel angry (vs. sad).

Finally, the current research investigates the moderating effect of weather conditions. Other possible moderators should be examined in future studies. For instance, power (powerlessness) is related to rewards (punishments) and activates the behavioral approach (inhibition) system ([@bb0335]). A gain (nonloss) frame should be more congruent with the psychological state of powerful (powerless) people. Therefore, the match between an individual\'s power state and savings message framing might have a positive effect on consumer responses.

Statement of contribution {#s0125}
=========================

1.Theoretical and practical contributions:First, this study contributes to the tourism research on price promotions by investigating two types of savings messages: gain-famed vs. non-loss famed. Besides, research on the framing effect of sales promotion mainly resorts to prospect theory. This study offers a new perspective by focusing on the differential uplifting power between a gain frame and a non-loss frame.Second, tourism literature predominantly investigates weather conditions in the destination. We focus on the weather at tourists\' home.Finally, this study contributes to tourism research on mood by examining its effect in the context of price promotions and by showing one of its determinants, i.e., weather, a pervasive environmental variable.Practically, the two types of savings messages are commonly used by tourism and hospitality businesses such as Disney World, American Airlines, Expedia and Grubhub. This study helps marketers to decide which type of savings message to adopt.2.How does the paper offer a social science perspective/approach?First, this study examines the relative effectiveness of two types of savings messages from the perspective of consumers. Consumer behavior is a popular topic in social science, and savings messages are commonly used by service companies such as airlines, hotels, restaurants and amusement parks. As for the methodology, we conduct two experiments in the context of hotels, and investigate how participants differentially respond to the two types of savings messages.Second, regarding the theoretical foundations, this study focuses on the hedonic intensity of gain-framed and non-loss-framed messages, and draws upon the mood regulation theory to explain why consumers react differently to different types of messages.
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Appendix A. Weather stimuli {#s0130}
===========================

\[Sunny weather\]Imagine that it is 9 o\'clock am. You just woke up and see the beautiful blue sky outside (shown in the picture below). You have planned to go to the beach with your friends tomorrow. You check the weather forecast on your phone and it shows that the nice weather will last throughout the next few days. Unlabelled Image \[Rainy weather\]Imagine that it is 9 o\'clock am. You just woke up and see that it is raining heavily outside (shown in the picture below). You have planned to go to the beach with your friends tomorrow. You check the weather forecast on your phone and it shows that the rain will last throughout the next few days. Unlabelled Image

Appendix B. Savings message stimuli {#s0135}
===================================

\[in dollar terms\] Unlabelled Image Unlabelled Image \[in percentage terms\] Unlabelled Image Unlabelled Image
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Note: Including participants failing the attention checks did not significantly change the results.

Note: Including participants failing the attention checks did not significantly change the results.
